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Seiring dengan perkembangan perekonomian Indonesia, banyak 
perusahaan telekomunikasi yang meluncurkan provider baru dengan tujuan 
menambah market share dengan cara meningkatkan loyalitas para 
pelanggannya. Hal ini menyebabkan persaingan antar provider menjadi 
sangat ketat. Penelitian ini bertujuan untuk menganalisis dan memberikan 
bukti pengaruh relationship marketing tactics terhadap loyalitas pelanggan 
melalui kepuasan pelanggan. 
Desain penelitian yang digunakan dalam penelitian ini adalah desain 
kausal. Jumlah responden dalam penelitian ini sebanyak 150 orang dengan 
teknik pengambilan sampel non probability sampling. Teknik analisis data 
yang digunakan dalam penelitian ini adalah path analysis. 
Hasil penelitian ini menunjukkan bahwa relationship marketing 
tactics berpengaruh terhadap kepuasan pelanggan serta kepuasan pelanggan 
terbukti berpengaruh terhadap loyalitas pelanggan. Selanjutnya relationship 
marketing tactics terbukti berpengaruh terhadap loyalitas pelanggan melalui 
mediasi kepuasan pelanggan. 
 






Along with the development of Indonesia's economy, many 
telecommunications companies are launching a new provider in order to 
add market share by increasing the loyalty of its customers. This leads to 
competition between providers to be very tight. This study aims to analyze 
and provide evidence of relationship marketing tactics influence on 
customer loyalty through customer satisfaction. 
The research design used in this study is causal design. The number 
of respondents in this study as was 150 repondents using non-probability 
sampling technique. Data were analysed by using  path analysis methods.  
The results indicated that relationship marketing tactics affects 
customer satisfaction and customer satisfaction are  proved to influence 
customer loyalty. Furthermore, relationship marketing tactics are proved to 
influence customer loyalty through customer satisfaction. 
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